This paper develops a new research model to examine the role of trust, attitude, communication, image, customer satisfaction and service quality in explaining repurchase intention. Paper survey was distributed to DELL laptop users in Shiraz, Iran. Paper surveys were distributed in ten sales agencies to customers. A total of 731 valid questionnaires were returned. The questions used in this study were taken from the relevant literature, and contained 28 questions addressing all the variables: customer satisfaction (4 items), image (5 items), trust (6 items), attitude (3 items), communication (4 items), service quality (3 items) and repurchase intentions (3 items). Confirmatory factor analysis was conducted to examine the reliability and validity of the measurement model, and the structural equation modelling technique was used to test the research model. The findings suggest that trust was most influenced by attitude (42%), communication (35%), and image (29%). This study shows that the most impacts of trust are on customer satisfaction (38%), and service quality (31%). Besides, repurchase intention was most influenced by customer satisfaction (47%), and service quality (44%). This study suggests that to enhance customer repurchase intention, service provider should develop marketing strategies to better address the trustworthiness of services.
INTRODUCTION
The objective of this paper is to test a new model which aims to describe the extent to which customer intention to repurchase a brand is influenced by attitude, image, trust, communication, customer satisfaction and service quality. The objective is important because customer repurchase intention research is largely fragmented and is in need of an empirically verified general theory. Some studies have concentrated on determining the basic antecedent variables to repurchase intention (Hocutt, 1998; Storbacka et al., 1994; Zahorik and Rust, 1992) . Other studies, such as Bitner et al. (1990) , Bolton and Drew (1991) , Boulding et al. (1993) , Grayson and Ambler (1999) , Liljander and Strandvik (1995) , and Price et al. (1995) have considered the single incident, critical encounters and longitudinal interactions or relationships between these variables. Still, others have considered the predictive validity of repurchase intention for subsequent repurchase behavior (Bemmaor, 1995; Mittal and Kamakura, 2001; Morwitz et al., 1993) . Despite the fact that research in this area largely relies on stochastic and deterministic approaches to customer retention analysis (Ehrenberg, 1988; Howard, 1977; Lilien et al., 1992) , few comprehensive, empirically tested, structural models of the customer retention process are evident in marketing literature.
Furthermore, a customer behavior model, which holistically defines the processes by which customers make a choice between several competing service brands or providers, is still to be developed. Some progress in this direction has been made by the evaluation of known alternatives being factored into customer assessments, via the disconfirmation of expectations (Bearden and Teel, 1983; Bolton and Drew, 1991b; Boulding et al., 1993; Cadotte et al., 1987; Oliver, 1980; Oliver and Bearden, 1985) . While this approach measures the difference between pre and post consumption assessments, it provides only a partial explanation of how customer repurchase mechanisms might operate (Bagozzi et al., 1999; Oliver and DeSarbo, 1988; Oliver and Swan, 1989; Price et al., 1995; Westbrook, 1987) . In this paper, the approach taken is that a separate and distinct evaluation of alternatives precedes customer repurchase intention (Manrai, 1995; Storbacka et al., 1994) . In the conceptual model developed, several researchers have found satisfaction and attitude to be antecedents of customer repurchase intention (Bearden and Teel, 1983; Innis, 1991; Oliver, 1980 Oliver, , 1981 Roest and Pieters, 1997) . The model is developed from the trust and repurchases intention from Ha et al. (2008) , and from the analyses of service quality by Clow et al. (2006) and Gounaris et al. (2010) .
LITERATURE REVIEW
Trust has been frequently described as a key relational variable (Anderson and Narus, 1990; Morgan and Hunt, 1994; Wilson, 1995; Doney and Cannon, 1997; Smith and Barclay, 1997; de Ruyter et al., 2001; Coote et al., 2003) . In a broad sense, trust is a social-psychological phenomenon. It is individualistic: a firm does no trust, people trust. It is both historic and forward looking, that is to say, trust refers to the perception that the other party has done what they said they would in the past, but it is also oriented towards the future. To trust another person means that one expects that the partner will behave in the future just as the partner has done in the past. Thus, when a person trusts another one, this person tends to merge past, present and future in a continuum (Easton and Araujo, 1994) .
Within the relationship marketing framework, trust is described as the firm's belief that another company will perform actions that will result in positive outcomes for the firm, as well as not take unexpected actions that would result in negative outcomes for the firm (Schurr and Ozanne, 1985; Dwyer et al., 1987; Anderson and Narus, 1990; Moorman et al., 1992 Moorman et al., , 1993 Morgan and Hunt, 1994) . Two general approaches to this concept may be distinguished. On one hand, trust has been considered a belief, sentiment, or expectation about an exchange partner's trustworthiness that results from the partner's expertise, reliability, and the perception about the partner's past behavior. In fact, a large number of authors see trust in this way (Dwyer et al., 1987; Anderson and Weitz, 1992; Ganesan, 1994) . On the other hand, trust has also been viewed as a behavioral intention that reflects a reliance on the partner's good future intentions and involves vulnerability and uncertainty (Moorman et al., 1992) . In this respect, Moorman et al. (1992) state that both components, believes and behavior intention, should be present for trust to exist.
Trust is especially important in relationships characterized by high levels of vulnerability and uncertainty. Without vulnerability, trust is unnecessary because the results do not have any consequences for the trustor. Without uncertainty, trust is unnecessary because the trustor can control or has some knowledge about his partner's actions (Moorman et al., 1992) .
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Trust and attitude
The literature on marketing channels has provided numerous definitions of trust. Most definitions involve a belief that the exchange partner will act in the best interest of the other partner. For example, Anderson and Weitz (1992) define trust as "one party's belief that its needs will be fulfilled in the future by actions taken by the other party". According to Moorman et al. (1993) , trust is "a willingness to rely on an exchange partner in whom it has confidence." Finally, Morgan and Hunt (1994) conceptualise trust as existing "when one party has confidence in an exchange partner's reliability and integrity."In an industrial buying context, Doney and Cannon (1997) define trust as the perceived credibility and benevolence of a target of trust. The first dimension of trust focuses on the objective credibility of an exchange partner, an expectancy that the partner's word or written statement can be relied on (Lindskold, 1978) . The second dimension of trust, benevolence, represents the extent to which one partner is genuinely interested in the other partner's welfare and motivated to seek joint gains. This definition of trust is relevant in an industrial buying context. In a business-to-customer relationship, the customer will attempt to reduce its perceived risk by selecting a supplier seen as capable of performing reliably (credibility) and demonstrate its interest in the buyer's well being (benevolence) (Ulaga and Eggert, 2006) . Attitude can be described as "a learned pre disposition to respond in a consistently favorable or unfavorable manner with respect to a given object" (Fishbein et al., 1975 ). An individual's attitude toward an object is basically determined by the set of his or her beliefs about the objects. However, research demonstrated that only a relative small number of beliefs serve as determinants of his or her attitude at any given time. For instances, the belief of an individual is usually determined by no more than five to nine beliefs about the object (Fishbein et al., 1975) . In this research, attitude refers to consumers' overall affect-based assessment of the brand based on their shopping experience (Fiore, 2002) . That is, the service provider has used attitude perspective in order to capture consumers' overall liking or disliking of the brand (Eroglu et al., 2001) . In this research line, Martínez-López et al. (2005) showed that attitude is an important determinant of trust. Similarly, Delgado-Ballester and Hernàndez-Espallardo (2008) found that consumers' attitude toward the brand, positively affects their initial trust (Manganari et al., 2011) . 
Communication
Communication has been defined as the formal and informal sharing of meaningful and timely information between a customer and a supplier (Anderson and Narus, 1984) . We must point out that the emphasis of this definition does not fall on the quantity of information (volume or frequency) but on the effectiveness of the exchange, that is, on the accuracy, relevance and opportunity of the exchanged information. In this respect, we can observe two approaches when dealing with the study of communication (Mohr and Sohi, 1995; Camarero, 1998) . The first corresponds to those researchers that analyze the flows of communication, studying aspects such as frequency, bi directionality or the formalization of such flows (Anderson and Weitz, 1989; Mohr and Nevin, 1990 ). The second is related to those authors that focus on the evaluation of the exchange of information (Anderson and Narus, 1990; Mohr and Speckman, 1994; Mohr and Sohi, 1995) , considering that communication is of quality when the information is complete, credible, appropriate and adequate (Mohr and Speckman, 1994) .
In any case, numerous marketing scholars underline the importance of communication in developing and keeping a relationship (Morgan and Hunt, 1994; Lusch and Brown, 1996; Johanson and Mattsson, 1997) . On the one hand, it is an essential element in the exploratory stage of the relational exchange process (Dwyer et al., 1987) ; thus, it seems unlikely that a relationship is established without bilateral communication of wishes, problems and priorities. On the other hand, it facilitates the basis for a continuous relationship in time (Mohr et al., 1996; Siguaw et al., 2003) .
Communication is also about mutual disclosure or sharing of secrets. Derlega et al. (1987) remarked that among the behaviors often noted as important in establishing and maintaining interpersonal relationship is mutual disclosure. The authors argued that the perception that another party is engaging in disclosure behavior toward oneself that is not being reciprocated often is read as a weakness on the other party's part and may lead to an unhealthy relationship. That is to say, mutual disclosure is a reciprocal concept (Ndubisi, 2007) . Anderson and Narus (1990) argued that there is a new view of communications as an interactive dialogue between the company and its customers that takes place during the pre-selling, selling, consuming and postconsuming stages. Communications in relationship marketing means providing information that can be trusted; providing information on service; fulfilling their promises; and providing information if delivery problem occurs (Ndubisi and Chan, 2005) .
Jaya chandran et al. (2005) suggests that relational information processes which allow customers to communicate easily with the company are likely to enhance relationship quality. Claycomb and Martin (2002) argue that it is important to avoid extended periods of time during which customers are not contacted. The more the communication between customer and service provider, the lower the perceived risk associated with a purchase for the customer. Morgan and Hunt (1994) proposed that communication was an antecedent of trust. Our definition of communication deals with communication from the service provider to the customer, but not vice versa. In general, good communication should affect all aspects of the relationship, but largely trust (Ball et al., 2004 ).
H 2 : Communication positively affects trust.
Image
Image has been defined as "the perceptions of an organization reflected in the associations held in consumer memory" (Keller, 1993) . Keller (1993) also has suggested that image is based on customers' beliefs about a brand, while Grönroos (2000) argues that it is a value-added antecedent determining customer commitment. Image is established or developed in the consumer's mind through communication and experience (Chitty et al., 2007) . Many conceptualizations of image have been advanced in the past (James et al., 1976; Kunkel and Berry, 1968; Marks, 1976) . The dominant attitudinal perspective that is taken in the literature treats image as the result of a multi-attribute model (Marks, 1976; James et al., 1976) .
In a business -to-customer context, Anderson and Weitz (1989) found effects of company reputation on trust. Our construct of company image includes stability and firmly established, social contribution for society, concern with customers, reliability of what the firm says and does, innovative, and forward looking. Ball et al. (2004) argued for a possible relationship between image and trust, on the obvious grounds that trust is to some extent built on reputation. That is, consumers may trust a firm or brand because it is viewed as having a positive image among other consumers; particularly in credence goods and this alone may provoke some amount of unwillingness to switch. 
Customer satisfaction
Customer satisfaction is defined as a judgment that a product or service feature, or the product or service itself, provides a pleasurable level of consumption related fulfillment including the level of under or over fulfillment (Oliver, 1997) . Satisfaction is thus, a function of relative level of expectation and perceived performance. Expectations are formed on the basis of past experience with the same or similar situations, statements made by friends or other associates (Kotler and Clarke, 1987) . Customer satisfaction is a complete evaluation of the accumulated purchase and consumption experience, which reflects a comparison between the sacrifice experienced and the perceived rewards (Chitty et al., 2007) .
According to Sharma et al. (1999) , there is a tendency towards measuring customer satisfaction at the general level when adopting the cumulative view of satisfaction. Satisfaction ratings are the means to strategic ends, such as customer retention, and directly affect profits (Oliver, 1997) .
Satisfaction research is mainly influenced by the disconfirmation paradigm (Parasuraman et al., 1988) . This paradigm states that the customer's feeling of satisfaction is a result of a comparison process between perceived performance and one or more comparison standards, such as expectations. The customer is satisfied when he/she feels that the product's performance is equal to what was expected (confirming). If the product's performance exceeds expectations, the customer is very satisfied (positively disconfirming), if it remains below expectations, the customer will be dissatisfied (negatively disconfirming) (Ulaga and Eggert, 2006) .
Numerous studies have emphasized the importance of trust between customers and stores (McKnight et al., 2002; Krauter and Kaluscha, 2003) . Trust is a significant antecedent of participation in commerce generally (Reichheld and Schefter, 2000; Lee and Lin, 2005) . Prior research has shown that constructs of trust and satisfaction are positively correlated (Crosby et al., 1990; Yoon, 2002) . 
Service quality
Delivering quality service is considered to be essential strategy for success in today's competitive environment (Parasuraman et al., 1985; Reichheld and Sasser, 1990; Zeithaml et al., 1990 . Companies that offer superior service achieve higher-than-normal growth in market share (Buzzell and Gale, 1987) and increased profits (through higher market share and being able to offer premium prices) (Philips et al., 1983) . The conceptualization and measurement of service quality are among the most debated and controversial contemporary topics in the services-marketing literature (Brady and Cronin, 2001; Zeithaml, 2000; Zins, 2001; Rust and Oliver, 2000; Lapierre et al., 1996) . Because services are intangible, consumers assess quality subjectively. Such service/product quality has been referred to as "elusive" (Parasuraman et al., 1985; Smith, 1999) . Early definitions of service quality were based on the so-called "disconfirmation" paradigm. According to Parasuraman et al. (1985) , a perception of service quality is a result of a comparison between what consumers consider the Kaveh 5017
service should be and their perceptions about the actual performance offered by the service provider. Parasuraman et al. (1985) postulated five dimensions of the service experience in their well-known SERVQUAL model: reliability, responsiveness, empathy, assurance, and tangibility. Service quality has also been defined as the result of a comparison between the received service and the expected service (Grönroos, 1984) . Clow and Vorhies (1993) found that customers who have a negative experience with the service tend to overstate their expectations, creating a large gap and customers who have a positive experience tend to understate their expectations, resulting in smaller gaps. It seems that there are widespread concerns about measuring expectations. Oliver (1989) and later on Bolton and Drew (1991) has argued that customers' assessments of continuously provided services (such as telephone services) may depend solely on performance. Parasuraman et al. (1994) and other researchers (Cronin and Taylor, 1994; Teas, 1994) have also disagreed on the usefulness of capturing expectations in SERVQUAL.
Discussion of service quality has resulted in the realization of the intangible, heterogeneous, and inseparable nature of the concept (Parasuraman et al., 1988) . Quite a few conceptualizations and measurements of service quality may be found in the literature. For example, it has been defined as consisting of two aspects: technical quality and functional quality (Grönroos, 1984) . Service quality is also defined as the difference between customer expectation and the perception of service quality (Zeithaml et al., 1985) . Another conceptualization of service quality includes interaction quality, physical environment quality, and outcome quality (Brady and Cronin, 2001 ). Interaction quality includes attitude, behavior, and expertise. Physical environment quality includes ambient conditions, design, and social factors. Outcome quality includes waiting time, tangibles, and valence. Lee and Lin (2005) indicate the increase in customer's trust will influence service quality. In this research trust has been shown to have a significant impact on service quality (Lee et al., 2007) . 
Repurchase intention
Repurchase intention refers to the individual's judgement about buying again a designated service from the same company, taking into account his or her current situation and likely circumstances (Lacey and Morgan, 2007) . Some studies have concentrated on determining the basic antecedent variables to repurchase intention (Hocutt, 1998; Storbacka et al., 1994; Zahorik and Rust, 1992) . Other studies, such as Grayson and Ambler (1999) , Liljander and Strandvik (1995) , and Price et al. (1995) have considered the single incident, critical encounters and longitudinal interactions or relationships between these variables. Repurchase intentions represent the customer's self-reported likelihood of engaging in further repurchase behavior (Seiders et al., 2005) . Several prior studies have confirmed that there is a significant positive relationship between customer satisfaction and repurchase intentions (Mittal and Kamakura, 2001; Oliver, 1997; Yu and Dean, 2001 ). Other studies, however, have questioned this relationship (Jones and Sasser, 1995; Seiders et al., 2005; Yi and La, 2004) . A direct positive relationship between customer satisfaction and repurchase intention is supported by a wide variety of product and service studies (Anderson and Sullivan, 1993; Bolton, 1998; Patterson and Spreng, 1997; Selnes, 1998; Swan and Trawick, 1981; Taylor and Baker, 1994; Woodside et al., 1989) . These studies establish that overall customer satisfaction with a service is strongly associated with the behavioral intention to return to the same service provider. However, it must be kept in mind that the direct positive relationship of satisfaction upon repurchase intention is a simplification of the matter. While customer satisfaction is a major factor, it is only one of the many variables that can impact upon customer repurchase intention (Jones and Sasser, 1995; Liljandar and Strandvik, 1995; Mittal and Lassar, 1998; Sharma and Patterson, 2000; Srinivasan, 1996; Storbacka et al., 1994) . Previous studies have suggested that customer perceptions of service quality and customer satisfaction positively influence repurchasing intention. For instance, Rust and Zahorik (1993) noted that service quality and customer satisfaction significantly influence customer retention, market share, and profitability (Lee and Lin, 2005 ). 
Questionnaire design
Validated items from prior research were the basis for measures of the various constructs. To facilitate appropriate measurement, the items were translated into Persian from the original English version. The common practice of consulting bilingual domain experts was used to ensure consistency in meaning, proper use of terminology in Persian, and understandability of the survey. The measurement items used in this study are listed in Table 2 . All items were constructed using a 5-point Likert-Scale ranging from strongly disagree to strongly agree (1 = strongly disagree; 5 = strongly agree).
Sampling and respondent profile
Paper survey was distributed to DELL laptop users in Shiraz, Iran. Paper surveys were distributed in ten sales agencies to customers. A total of 850 questionnaires were distributed and 731 valid questionnaires were returned. ANOVA of groups based on individual characteristics (gender, education level, age, and profession) found no differences in responses to key constructs (attitude, communication, image, trust, customer satisfaction, service quality and repurchase intention). Table 1 shows the demographics of the respondents.
Data analysis
This research followed a two-stage approach to data analysis (Anderson and Gerbing, 1988) . First, the construct validity of the measurement model was assessed using confirmatory factor analysis (CFA); then the proposed theoretical model and research hypotheses were tested by structural equation analysis. Both phases used the LISREL 8.54 program.
Measurement model
When testing the validity of the measurement model, the chi-square statistic was significant. The ratio of x 2 /df was 1.97 (x 2 = 293.51, df = 149). Further, the goodness-of-fit index (GFI) was 0.91, adjusted goodness-of-fit index (AGFI) was 0.88, normed-fit index (NFI) was 0.98, non normed-fit index (NNFI) was 0.98, comparative-fit index (CFI) was 0.99, and the root mean square error of approximation (RMSEA) was 0.056. All were in acceptable ranges, indicating a reasonable fit.
The next step was to examine the measures of the four aspects: individual reliability, construct reliability, convergent validity, and discriminant validity. The individual reliability of each item was Intercorrelations are included in the lower triangle of the matrix. Shared variances are included in the upper triangle of the matrix. The construct reliability estimates are italic and positioned on the diagonal. evaluated by examining the loadings with their respective constructs. Following recommendations (Hair et al., 1998) , a factor loading was considered significant when greater than 0.50. All items in the measurement model had loadings above 0.50 as shown in Table 2 . To examine the construct reliability, this research used Cronbach's α. For all constructs in the measurement model, each Cronbach's α is above 0.70. Thus, all constructs in the measurement model had adequate reliability. To assure convergent validity, all factor loadings of items should be significant (their t-values should exceed 1.96) and the value of average variance extracted (AVE) should exceed 0.50 (Fornell and Larcker, 1981) . A value of AVE exceeding 0.50 demonstrates that more than 50% of the variance of the construct is due to its indicators. In this study, the t-values ranged from 11.09 to 20.66, significant at the p <0.001 level as shown in Table 2 . The AVE of all constructs exceeded 0.50, indicating constructs had acceptable convergent validity overall. Table 3 shows intercorrelations and share variances among constructs. The cells on the diagonal are constructs' Cronbach's α (in italic). The cells on the bottom left corner are intercorrelations while the cells on the upper right corner (in bold) are shared variances. As evidence of discriminant validity, all the intercorrelations are smaller than reliability Cronbach's α (Campbell and Fiske, 1959) . Discriminant validity of measures was also assessed by examining the confidence interval around correlation (±two standard errors) of two constructs. The confidence interval should not include 1.0, indicating the two constructs are not the same (Anderson and Gerbing, 1988) . In our study, results of the three tests support the discriminant validity of the model.
Structural model
Maximum-likelihood-estimation procedures were used to examine the hypothesized relationships in the research model. Based on the model performance statistics (x 2 = 320.36, df = 157, x 2 /df = 2.04, GFI = 0.91, AGFI = 0.87, CFI =0 0.99, NFI = 0.97, NNFI = 0.98, RMSEA= 0.058), it can be concluded that the hypothesized model had a reasonable fit. The next step involved testing the specified paths for hypotheses. The path coefficients and t-values are reported in Table 4 .
RESULTS
The hypotheses of the present study were tested by analyzing the path coefficients of the proposed research model. All paths were shown in Figure 1 supported by the experimental data. Furthermore, all the paths (H1 to H7) were not found to be significant (p<0.05 and p<0.01). Therefore all hypotheses were supported. This study examines the relationships between the trust's antecedents (attitude, communication and image), service quality, customer satisfaction and customer repurchase intention. As shown in Figure 2, 
DISCUSSION
The empirical study generally confirms the hypothesized model and the relevant theory from which the model's hypotheses were derived. Thus, the empirical findings highlight the importance of trust, attitude, communication, image, customer satisfaction and service quality in shaping shopping behavior.
The study results reveal a positive relationship between communication and trust. In the context of this study, as communication increases, trust tends to get stronger. This finding supports the view that trust cannot be achieved without successful communication being established between two parties. In this case, trust between a service provider and a customer is established even before becoming a customer of a company.
When hiring staff, service providers can look for signs of ability and interest to establish and maintain good longterm interpersonal relationship. Candidates with personal values that are strong in trusting behavior, amicable conflict resolution, and efficient communication should be considered. Service provider also could introduce other actions that lead to trust with a brand, such as clear communication and support at early stages of a carrier in a company, keeping and delivering promises given to customer before they shop for a brand. Once trust is established, customers are more likely to repurchase.
The analytical results showed that trust most strongly affected overall service quality and customer satisfaction. This analytical result is consistent with that of Gefen (2000) , who found that trust is a strong determinant of service performance that identified trust as key drivers of perceived service quality and customer satisfaction. Service providers must thus act honestly and in the best interests of customers during the transaction processes. Service quality is found to be an important factor to repurchase intention, which is consistent with prior research (Aydin and Özer, 2005; Hsieh and Hiang, 2004; Zeithaml and Bitner, 1996) . It is still true that improving service quality brings the benefits of increased repurchase intention. Service providers should really consider ways to improve their services in order to maintain the basic strength to compete. Companies can provide more value-added options to differentiate themselves from other providers with standard services.
The findings indicate that trust is important when companies are trying to keep customers. Companies should look into methods that enhance customer satisfaction, improving service quality and build customer trust. Among these methods, investments aiming to build relationship quality, especially improving customer satisfaction and trust, may be superior strategies.
Customers stay with a service provider because they want to. In this research, the findings showed that good service quality, high customer satisfaction and trust makes customers want to stay with the current service provider.
APPENDIX Attitude
1) Buying DELL laptop is a wise idea. 2) In general, my opinion about DELL laptop is good. 3) Buying DELL laptop is a good idea.
Communication
1) The service provider provides timely and trustworthy information.
2) The service provider provides information when there is a new DELL laptop.
3) The service provider makes and fulfills promises. 4) Information provided by the service provider is always accurate.
Image
1) The reputation of DELL laptop is important to me. 2) DELL laptop makes a good impression on me.
3) DELL laptop has a good reputation amongst customer. 4) I like the fact that DELL laptop serves mostly the customers. 5) I feel this brand suits my needs. 
Repurchase intention
1) If I purchase in the next 30 days, I will buy DELL laptop.
2) I strongly recommend that others buy DELL laptop.
3) I like to repurchase DELL laptop.
